
DIVERSITY & INCLUSION

EDITORS’ NOTE With over 15 
years’ experience in digital trans-
formation and cloud optimiza-
tion, Rahnold “Rah” Thomas is an 
Accenture Technology managing 
director, based in the company’s 
New York City offi ce. In addition to 
his work delivering for clients, he 
also serves as the North America diver-
sity lead for Accenture Technology, 
as well as the national co-lead for 
the company’s African American 
Employee Resource Group. He spoke 
about inclusion and diversity at 
Women of Silicon Valley 2019, was the featured 
speaker for Black Entertainment’s Black Men 
XCEL Conference, and hosted Accenture’s 2019 
Celebration of MLK Day at the historic Apollo 
Theater. Thomas has a bachelor’s degree in 
information management and technology from 
Syracuse University.

COMPANY BRIEF Accenture (accenture.com) 
is a leading global professional services com-
pany providing a broad range of services and 
solutions in strategy, consulting, digital, tech-
nology and operations. Combining unmatched 
experience and specialized skills across more 
than 40 industries and all business functions – 
underpinned by the world’s largest delivery net-
work – Accenture works at the intersection of 
business and technology to help clients improve 
their per formance and create sustainable 
value for their stakeholders. With 477,000 peo-
ple serving clients in more than 120 countries, 
Accenture drives innovation to improve the way 
the world works and lives.

Will you discuss Accenture’s focus on 
diversity?

We’re really focused on building what we 
call a “culture of equality” where our people 
can be who they are and be their best, both pro-
fessionally and personally. We are consistently 
applauded for our efforts around transparency 
as it relates to our workforce demographics, 
which is a great fi rst step regarding account-
ability at the top and throughout our organiza-
tion. But from my perspective, Accenture is not 
a leader because of that. Accenture is a leader 
because we have consistent dialogue about 
what we need to do to evolve and to progress 
in the direction we need to. I think what sets us 
apart is the empowerment of our people. 

How does Accenture engage its 
employees in its diversity efforts?

The engagement factor is critical. 
Our top leadership, including Ellyn 
Shook, our Chief Leadership and 
Human Resources Offi cer, is person-
ally committed to this, which makes a 
signifi cant difference. For example, our 
leaders have been extremely purpose-
ful in engaging more junior people to 
be involved in our diversity initiatives. 
Through our ERGs, we have yearly 
conferences where we are soliciting 
feedback and trying to empower our 

young talent to dream up and build innova-
tive programs. One of our local ERGs recently 
started a podcast where they talk about the cul-
ture of Accenture, upcoming events and things 
people might be struggling with. It has been 
extremely popular and our goal is to fi gure out 
how to take something like that national. My 
view is that we need to be leveraging these 
mediums of communication more frequently as 
a means for the next generation to more easily 
use their voices. In other words, leveraging 
innovative tools that empower our young peo-
ple to talk freely and transparently to leadership 
on how to solve problems. 

A powerful, unconventional example of 
engaging our people around diversity, inclusion 
and equality, was what we did to celebrate MLK 
day in the U.S. this year. At the historic Apollo 
Theater in NYC, we opened a dialogue on culture 
as opposed to opening a dialogue on diversity 
in corporate America. For a morning, we took 
over a black-owned venue in Harlem on MLK 
Boulevard and we brought one of the top con-
scious hip hop artists to have a “song-versation” 
with us, touching on very specifi c topics. At the 
crux of the black community is the church, and 
we celebrated some of the religious aspects, the 
music, the culture and the Apollo venue itself. 
But what was astonishing, and especially pow-
erful, is that we didn’t recognize MLK day as a 
black holiday specifi cally – we had everyone 
represented: Black, Latino, LGBTQ, Interfaith. 
We tried to bring as many people together in 
the spirit of inclusion. Dr. Martin Luther King Jr. 
fought for equality and human rights, not solely 
black rights. I am proud that we recognized that 
as a company and acted on it. 

How broadly do you defi ne diversity at 
Accenture and what is the impact of having 
a diverse workforce on business outcomes?

Diversity is the fundamental recognition 
that you must strive to accept people who aren’t 
like you. Companies can have ERGs and other 
initiatives in place, but it is really individuals 
being able to accept someone who doesn’t 
look, act, talk or contribute to society the way 
they do. At Accenture, we are keenly aware that 
while more diverse teams are high performing, 
you really need to have a supportive culture 
in place and, by doing so, you’re empower-
ing people. We are looking beyond diversity 
to focus on equality, belonging and providing 
the workplace culture that empowers people. 
We know that people are more productive 
when they are happy and fulfi lled and they are 
around others that get them excited. 

However, it is not enough to just put diver-
sity in place. Diversity is key, but you must have 
the culture to support it. Our 2019 Getting to 
Equal research revealed how a culture of equal-
ity is a powerful multiplier of workplace innova-
tion and was the fi rst to show that culture – more 
than just diversity – helps companies innovate. 
More specifically, we uncovered that while 
diversity factors, such as a diverse leader-
ship team and a gender-balanced workforce, 
signifi cantly impact an innovation mindset, a 
culture of equality is the essential multiplier to 
help companies maximize innovation. Our 
research found that an innovation mindset of 
employees is 11 times greater when diversity is 
combined with a culture of equality. 

How has your personal story shaped 
your deep interest and advocacy for diver-
sity in business? 

Growing up with a single mother with 
four children in public housing grounded me 
to understand that there are multiple spectrums 
of reality and that you can fi nd the good in any 
situation. This experience has proven to be one 
of my core strengths in business – I have a tal-
ent for being able to fi nd a good quality in many 
people and how to hyperextend those qualities 
via support, empowerment and technologies. At 
the beginning of my corporate career, I felt con-
stricted and likely held internalized oppression 
related to my upbringing, but I have been very 
fortunate to have a support system in leaders 
like Ellyn and our North America CEO, Julie 
Sweet, who empowered me to learn that those 
are actually my strong points and not my defi -
ciencies. I have been able to take those things 
that held me down and leverage them to make 
me the leader I’ve become today.•

Rahnold “Rah” Thomas
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EDITORS’ NOTE  Wanda Hope is 
responsible for globally advancing 
J&J’s diversity and inclusion strategy, 
strengthening D&I capabilities, improv-
ing reputation, and driving innovation 
and growth for future success. Prior to 
her current role, she served as the 
Vice President of Global Performance 
& Development, Vice President of 
Commercial Analytics, Development 
& Operations, Vice President of Sales & 
Marketing, Surgery and Chronic Care 
Franchises, National Sales Director,  
and Global Marketing Leader. She 
was recently recognized by Black Enterprise as one 
of the Most Powerful Women in Diversity and has 
received several awards including the Healthcare 
Businesswomen’ s Association’s Rising Star Award, 
the YWCA Tribute to Women in Industry Award, 
and the National Sales Network Community Service 
award. Hope received her B.S. in marketing from The 
Pennsylvania State University.

COMPANY BRIEF Johnson & Johnson (jnj.com), 
together with its subsidiaries, researches and devel-
ops, manufactures, and sells various products in the 
healthcare fi eld worldwide through three divisions: 
Consumer, Pharmaceutical and Medical Devices. 
The company markets its products to the gen-
eral public, retail outlets and distributors, as well 
as distributes directly to wholesalers, hospitals, and 
healthcare professionals for prescription use. 
Johnson & Johnson was incorporated in 1887 and 
is based in New Brunswick, New Jersey.

How does Johnson & Johnson address diver-
sity and inclusion?

At J&J, diversity and inclusion have always 
been a part of who we are and are embedded 
in our company’s Credo. When J&J was founded 
more than 130 years ago, more than half of our fi rst 
15 employees were women, which was unheard of 
at that point in time. So having diverse representa-
tion has always been a part of who we are. 

When I stepped into the role, we took a step 
back and decided that we needed to think about 
D&I differently. Our heads and our hearts were 
absolutely in the right place and it was embedded 
into our culture, but we weren’t thinking about it 
as holistically as we could. We felt we needed to 
treat D&I the same way we would any business 
challenge or any business opportunity and build a 
strategic plan that we could align and incorporate 
across all of J&J’s businesses.

Our fi rst step was to create a situa-
tion assessment, so we connected with 
more than 7,000 J&J employees around 
the world to ask them their thoughts on 
both diversity and inclusion. We also did 
a pretty big external scan to fi gure out 
what was working and driving success 
in some other organizations.

From those, we found that while 
diversity may look different depending 
upon what country you are in, every-
body wanted to feel like they belonged. 
Everybody wanted to feel like they had 
a voice and that they were being heard.

We then built a whole new strategy anchored 
on inclusion because we know that by focusing on 
inclusion, we can engage every single employee at 
J&J across the globe in this conversation.

We have redefi ned D&I within J&J as a part 
of that effort, and our new defi nition is “You 
belong.” Diversity at Johnson & Johnson is about 
your unique perspective. It is about you, your 
colleagues, and the world we care for. It involves 
all backgrounds, beliefs and the entire range of 
human experience coming together. Inclusion at 
J&J is about creating a deep sense of belonging, 
where you are valued, your ideas are heard, and 
you advance this culture for everyone.

This helps our people understand the 
responsibility that we each have in driving a 
more inclusive culture and what that does for 
us as an organization as well as for the patients, 
the consumers and the customers that we serve 
around the world.

How does D&I fi t into J&J’s talent pro-
cesses and business strategies?

As we looked at integrating D&I into our tal-
ent processes, we found that there is unconscious 
bias built into systems and processes that we 
needed to mitigate. So we have actually started 
using artifi cial intelligence to help us tease out 
phrases and words from our job descriptions that 
we know are inherently biased against women. We 
have developed training on how unconscious bias 
may impact our thinking and our decision-making 
during the interview process. We have also embed-
ded more inclusive concepts into the way that we 
manage performance and development throughout 
the year.

There are other ways to incorporate D&I into 
other parts of our business. For instance, we have 
embedded multicultural marketing into many of 
our brands to ensure that we are connecting with 
an audience in a way that resonates with them.

Having D&I as a business imperative is 
so critical. If we can educate our organization on 
the overall value and the importance of it and 
people really understand that, it starts to shift the 
way everyone thinks about D&I and starts to shift 
processes, systems and the way we operate on a 
day-to-day basis.

Is this more diffi cult to do given the size 
and global footprint of J&J? 

J&J is a massive, global organization with 
about 140,000 employees in 80 or so different 
countries. Our D&I team only has 15 people, which 
makes it diffi cult to engage each of those employ-
ees, so the fi rst thing that we needed to do was to 
engage our leaders. 

The impact that D&I has on our culture, on 
engagement and on innovation, is not owned only 
by the offi ce of D&I. It belongs to every employee 
across J&J. We felt it was critically important that we 
engaged our leaders around the world in owning 
and executing our D&I strategy. 

We started at the top, with our CEO, Alex 
Gorsky, and our executive committee. Alex, our 
Chief Human Resources Offi cer, Peter Fasolo and, 
quite frankly, our entire executive committee, are 
a team of leaders that truly believe in diversity and 
inclusion. They understand the value of what this 
brings internally and externally for J&J. So when 
we shared the strategy with them and explained 
what we were asking them to do as leaders to help 
us drive this, everyone was immediately onboard.

We then enlisted leaders around the world 
to help us gather data and develop insights. We 
split the world into four different regions – North 
America; Asia-Pacifi c; Europe, Middle East, and 
Africa; and Latin America. We created a diversity 
and inclusion advisory board of individuals at very 
high levels and co-created strategies with them so 
they would share ownership of these strategies. 
This meant we had a group of D&I ambassadors 
that was able to help us deliver these messages to 
the people that they lead day-to-day. 

Finally, we actually created a launch around 
our new defi nition and way of thinking about diver-
sity and inclusion and reached out to all employ-
ees through their leaders. We explained our new 
vision and talked about what this means for each 
individual as well as for patients, consumers and 
customers that we serve around the world.

This enabled everyone to get engaged in 
this effort and to understand the value and the 
importance and the individual role that they play, 
whether they were a people leader or an individual 
contributor within J&J.•

Wanda Bryant Hope
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